specific focus on speakers of English as a second language and English as the language of business communication. This will be followed by exposing the importance of learning through applying simulations, and its increasing number of uses and applications in the classroom in a wide variety of contexts. Finally, business-related concerns specific to the industries of tourism and hospitality are going to be examined in order to provide a sense of an appropriate scope for a practical simulation project that features authentic assessment, and is consistent with effective education practices, as well as best practices within the hospitality industry in particular.
ENGLISH AS A COMMON LANGUAGE WORLDWIDE
While anyone with experience in the business sector might have rudimentary knowledge regarding the notion of English as the global language of communication, scholars have forwarded various views. Baker (2009) takes a theoretical approach, but confirms the notion of English as a lingua franca not just in the business community, but also for the world at large. Although he cautions that the specific dimensions of English used are heavily context-dependent, his work also demonstrates the importance of English for business communication, including through indirect means. Suarez (2005) finds that some countries have adopted using English more commonly than others. Location-specific differences are important to note in the context of individual projects and locations, but the overall consensus is clear: English is the language of the world in terms of political and economic life in the global marketplace. Altbach (2007) confirms this with a discussion of the importance and prevalence of English as an academic language worldwide. If students intend to study at top universities and attend noteworthy academic conferences, which could lead to acquiring improved employment opportunities in their chosen fields of study, English is definitely the language in which they must be able to communicate. Ammon (2010) believes that English has risen to its contemporary preeminent position in very many fields due in part to the simultaneous decline of other previously important world languages as tools for international communication. While he notes the importance of learning other languages apart from English, it is to be recognized that English is the most important language to know, which thereby places an advantage into the hands of business students who speak another language.
The Importance of English Communication in Business
Communicating in English fluently is increasingly more crucial for those who intend to succeed in the business world. In many industries, engaging non-native speakers who are fluent in English is already the common standard. For example, Raina &Pande (2012) found that Indian engineers in the information technology sector were especially skilled in listening in English, and were able to apply their listening skills to respond with flexibility and make spontaneous adjustments during decision making. These oral language skills consequently set them up for professional success.
In view of the importance of knowing English in a variety of businesses, many franchised companies that have expanded on an international scale, such as chain restaurants, demand a certain level of English proficiency for potential employees, as reported by Yaffe& Rosario (2009). One of the reasons is allowing for training and professional development to be standardized and streamlined. This is a reasonable expectation in the financial sense, since training and issuing regulations and conducting workplace functions can be streamlined and supervised more easily in one language rather than multiple ones. This is another way that English communication is important for business success Within English as a business language, there are shades of meaning and of practice that must be addressed. Zhu (2009) introduces the concept of semantic frameworks, which she defines as there being culture-specific interpretations of meanings. Her study compares managers in China and in New Zealand, which indicates that they prefer and gravitate toward different semantic frameworks that correlate to one's culture and nationality. Everything from the language used to the type of communication strategy that is applied to initiate a business relationship has a cultural dimension. According to Grosse (2004) , the vast majority of those who have experience functioning in an international management program and were native English speakers expressed that a program's requirement extending for four semesters of studying a foreign language and having a foreign cultural education had been greatly helpful to them in their careers. Learning about semantic and cultural dimensions was cited as the most helpful contents that set them up for success on the international stage.
These cultural elements that compose parts of business education for English speakers are a potential area of strength for students who are learning English for business from a foreign context, since they may already be familiar with the semantic frameworks that are optimal for their situations. Without this familiarity, problems can definitely ensue. Henderson (2005) wrote about linguistic diversity in international management teams from a sociolinguistic perspective, and found that there are unique challenges that result from working in managerial groups that come from different cultural and linguistic backgrounds, even when they share English as a common language. Both native and nonnative speakers in Henderson's study reported barriers that stemmed directly from these cultural and linguistic differences, and this author thereby drew the conclusion that managers require practice and education in dealing with these differences, either in their careers, or beforehand during their professional education. One way to practice these skills is through creating classroom simulations in the classroom that can help students hone their communication skills in specific contexts, and among diverse groups of others who might represent the different cultures they will encounter.
Learning via Simulation
Simulations are a means to teach students in an authentic manner by creating replications of real life conditions, and therefore have been increasingly recommended as learning tools in a variety of contexts. Schmidt (2003) pointed out that the technology of the World Wide Web and networked computers have made simulation-based learning a viable tool for teaching complex concepts to students of all levels. Schmidt's particular study involved teaching economics to students, and they were able to use a simulation to learn about investments and trade in a more complex, and thus more realistic manner, rather than the traditional paper and pen based simulations that had been used until that time. Schmidt's recommendations about the generally positive nature of simulation-based tasks for business learning remain being valid, and his observations about technology have become increasingly more relevant. As technology has become increasingly more advanced, simulation tasks can become increasingly more complex and there could be additional variables and factors that could come into play, just as business situations do in the real world. Simulation-based learning is therefore becoming a tool that is becoming increasingly more valuable over time.
Simulations can be applied to almost any situation. Brynen (2010) discusses the use of a simulation game type activity to help students learn about the challenges of the multinational peace process after a war. The necessary negotiation and problem solving skills are complemented by the complex scenario of the simulation given in his examples. This approach could be used in determining a path forward when there is not any specific right answer, just as this is not often the case in business situations. In other words, it is unrealistic to presume that are potential template solutions for various problems.
In fact, business students in particular can use simulations as part of their learning to acquire very positive effects. As early back as in the 1980s, Klein (1984) commented on the feasibility of using simulation-based tasks for international business students to specifically work on international concepts that they could not easily learn otherwise. Different forms of technology that are currently available make it more possible for students to learn international business through working remotely with genuine international companies, such as through working in an internship. For those who cannot gain international work experience or a real-world connection in the international sector, using a simulation can be just as effective, just as it was when Klein was undertaking his work, and it is currently very likely to be easier for an instructor to set up simulations by using the latest forms of technology, such as using newly introduced virtual reality devices.
Smutny, Prochazka, &Vaculik (2016) formulated a simulation game that allows coworkers to assess their managerial skills and those of their colleagues. This game is an intensive, long-term simulation in which the players rotate through different roles. The participants in their study gained insight into their own strengths and weaknesses, along with those of others through fulfilling the tasks involved. Salas, Wildman, & Piccolo (2009) also advocated the use of simulations to provide training for managerial skills. They examined learning modules that they called S.B.T. (simulation-based training) as a potential method of intervention for managers who are already in place and need to improve or acquire additional skills in the workplace, while the same concept can easily be adopted in the classroom, and particularly in an ESL classroom. According to Hwang (2001), simulations have been used for different subjects as classroom activities. These are often used in engineering and other technical disciplines that require students to be able to program to run simulations.
In fact, simulation is particularly uniquely suited to students learning English as a second language. Oxford (1997) discussed three different forms of communication that must be addressed specifically in a L2 (second language) classroom: cooperative learning, collaborative learning, and interaction. All of these three can be achieved by administering simulation tasks. Cooperative learning features students working together on a task, which takes place as simulations are almost always conducted as group activities. Collaborative learning involves taking the perspectives of others into account. Rather than merely dividing tasks, as might be done with cooperative learning, group members must cooperate. There is also the element of interaction, which takes place in various ways within a simulation. Group members must interact with each other during the process of completing tasks, and there is also the need to interact in the presentations that they are going to give as they present their conclusive findings. Simulation-based learning aligns with the most effective long-standing practices for teaching students of English as a second language through engaging them in tasks while having them function independently, as well as being used teaching and learning about the business practices. Drougas & Johnson (2004) highlighted the success of simulations, in terms of generating complex problems that cannot be solved purely by theoretical analysis, and must require trial and error attempts along with clear communication. These types of problems abound in the business world. This study specifically concerned simulations relating to financial forecasting, while their overall purpose of using simulations in the context of business decision making remains valid as a practical application. When one is trying to learn about a complex topic, particularly in a language other than one's native language, the more complex and engaging a simulation can be. This in turn challenges students and forces them to hone their communication skills,in addition to the underlying element of learning the course contents.
CONCERNS RELATING TO THE HOSPITALITY AND TOURISM INDUSTRIES
When designing a simulation to function within the scope of instruction for the tourism and hospitality industry in particular, there are specific concerns and ideas that must also be examined beforehand. Doherty, Klenert, &Mandfredi (2007) described how there are international graduates, especially Asian ones, who speak English and are prepared to enter the hospitality and tourism industries, or the restaurant sector in particular in this study. These graduates are specifically concerned about the benefits package they are going to receive, and also, as well as more importantly, about career advancement opportunities. These opportunities arise with the ability to complete different types of tasks, making decisions independently, and leading a team. Hence, any simulation that is designed for this industry should help students develop those specific skills so that the students who are going to operate in these situations will be prepared in the best possible way for their future careers.
Although cultural factors and sensitivity are important in all contexts, they are especially important in the tourism industry. Hence, a simulation activity in this field of study must include certain ways of having students deal with these factors. Tourists have many choices as to where to make purchases, both in terms of destinations on their travel itineraries along with any types of goods and services they could be interested in. In order to be successful, it is therefore especially important for professionals in these industries to be culturally sensitive, and specifically to the types of tourists that visit their workplace environment, and to whom they will be providing services and/or selling products. McGuigan (2002) noted that taking these considerations into account can be a differentiator for companies in a crowded and competitive industry.
Any simulation that is geared toward a specific industry must take into account the concerns and challenges that the students doing the simulation, considering they will work in the specific industry and are going to face specific situations. Therefore, it is important to understand the challenges of the tourism and hospitality industry as they currently stand on a wider level. Duncan (2005) notes that the environment is one of the huge challenges facing tourism, and that has only become increasingly more relevant in the years since her study highlighted this issue, as climate change is a growing concern in many tourist destinations, especially those in low lying regions, such as those found on seasides. Zeppel& Beaumont (2012) explored some of the ways that governments are working to combat carbon emissions and the global warming that will cause problems for these destinations, which is likewise a current focus of the industry. In places where natural disasters, such as earthquakes and tsunamis, have struck, it is important for the industry to rebound, and it is clear that some areas can manage this better than others. Machado (2012) pointed out the importance of selling the safety of a place to visitors after there had been a disaster in the area. Another matter of concern is image recovery. In the case of cities such as New Orleans, Huang, Tseng, &Yiap (2013) argued that these tourist destinations that were once considered fun and exciting can become less desirable when there is a great amount of publicity about crime and negative reports in general about those areas, as was the case after Hurricane Katrina, which was cited in their study. One important skill for industry leaders is therefore to be able to mitigate these types of perception damage about a specific destination.
Along with dealing with the specific challenges of marketing that climate change and natural disasters can bring, the tourism and hospitality industries are also exploring new areas of what might be called -focused‖ tourism, which entails finding ways to sell destinations that might not otherwise be desirable. One example is archaeological tourism. According to Diaz-Andreu (2013), this has become a growing sector in Latin America to the extent that the industry must contend with the ethical implications of potentially damaging archaeological or historical heritage sites due to the sheer volume of visitors. Irandu and Shah (2016) cite the growth of cultural heritage tourism, a related subindustry, in Kenya, where it is being used to drive diversification of tourism products that are offered. Food tourism is another example of a specific type of targeted tourism being developed in order to entice visitors to new locations. Lin, Pearson, &Cai (2011) found that there are multiple dimensions of food that can be -sold‖ to tourists, and that exotic dishes are a powerful driver to turn a destination into a long-term sustainable brand in the minds of tourists. Something that a simulation must take into account in order to be effective is therefore the specific characteristics of the destination with which students will be working, while these students need the chance to research, understand, and communicate these ideas, as well as to think strategically about how to market their particular area of the world.
A final section that the simulation must take into account is being specifically useful to this industry. This entails considering the behaviour of the consumers who drive most of the market and how to market to them -leisure travelers. Envisaging how to prepare to deal with this segment is part of what the simulation will be meant to engender. Jones & Chen (2011) examined how consumers choose accommodations, and this process can be extended to other spheres of the hospitality industry as well. Service (Wynter-Palmer, 2011) and marketing online, as examined by Essawy (2011) and in other venues (Crawford, Deale, & Merritt, 2013 ) are all differentiators that could lead to having consumers choose one destination, hotel, restaurant, or activity over another, and therefore any simulation needs to address marketing to and the behaviour of leisure travelers in particular.
A Simulation for the Hospitality and Tourism Industry: Rationale and Procedures
Formulating the use of a simulation in the tourism and hospitality industries has previously been applied as a teaching tool. Laborda (2009) used -webquests‖ that were in many ways similar to the simulation proposed in this work as a course requirement in a Tourism Studies major program. There is therefore a precedent that has been set for the use of simulations specifically in this industry, and this proposed activity will draw on what has been done.
In the proposed new type of simulation, students will be placed in groups that should be intercultural, as far as this can be practicable, in order to give them practice with dealing with the issue cited in the above literature review. However, it is important for purposes of this activity that students be grouped in mixed-fluency groups as well, if there is a variation in fluency in English proficiency within the class. Students can therefore pursue the type of collaborative and cooperative learning that serves as useful practice in an ESL classroom, while also gaining content knowledge and skills in their future industry of choice. Students should therefore be formed into random groups assigned by the instructor. Within these groups, the separate members can assign and select roles and workload among themselves in order to create a situation relating to projects are done in the real-life workplace as realistically as possible. This simulation will have several components, and each of them is going to require communication in English that can be formally assessed by the instructor.
Destination Selection
Each group will be given the task of drafting a tourism strategy for a destination of their choice. The first step in this process is selecting the destination, which requires research and drafting a memo document to explain the reasoning for their individual choices. Students should brainstorm a list of possible factors to consider, including potential attractions at a given destination in general, and then research two or three potential destinations. This process should be collaborative among the entire group, and individual students can be encouraged to divide these tasks and make informal presentations among themselves to evaluate the advantages and shortcomings of different destinations, before determining a potentially ideal one as a group.
This section of the simulation will involve drafting writing in memo format that outlines the research process, how the potential destinations were chosen, and the reasoning for the selection that the group had made. This memo must be submitted to the instructor, and the choice of destination must be approved before the group can continue with the next phases of this simulation. This can then all be done simultaneously, or according to a more flexible schedule.
In order to select a destination, students should take a various factors into account. Depending on the level of the class, these might be discussed as a whole class activity, or students might work on brainstorming them separately in their groups. Matters of concern could include the level of current tourism in an area, costs, and access to an area, and opportunities for special types of tourism activities. There should be evidence of these factors clearly stated in the memo, since the students are going to be responsible for researching potential destinations of their choice, before ultimately selecting their ultimate destination choice for the rest of the project. In the event that the instructor could introduce a greater element of competitiveness among higher level students, they could also be encouraged to also make arguments against other destinations and make comparisons between them.
SWOT ANALYSIS
Once the destination selected by the group has been approved by the instructor, the group can then begin working on the remaining tasks as separate parts of the simulation. The first of these is the SWOT analysis as a basic marketing document to be completed in writing for the selected destination. Each section will have to be completed with as much supporting detail as possible to answer any potential questions.
The STRENGTHS section of the analysis should focus on the positive features of a tourist destination. This could include mentioning the infrastructure that is already available for tourism, as well as the cultural, natural, or other attractions. Drafting this section will allow students to write descriptively in a way that other areas of the simulation may not. The WEAKNESSES section should address the competition that is already in the area, as well as any problems with the destination as it currently stands, such as political unrest, weather conditions, or the possibility of crime. OPPORTUNITIES should compose the largest section of the analysis, and should focus on the areas that the group considers to be currently being under-leveraged with regard to tourism. Could the area become a possible destination for specialized purposes, such as ecotourism, or for food-based tourism? Is shopping one of the local attractions? These could be examples as marketing materials that should be researched and answered in detail in this part of the analysis, and the instructor evaluating it should evaluate thorough and creative engagement with all possibilities. Finally, the THREATS section of the analysis should focus on potential future problems that could undermine the tourism strategies discussed in the previous section. These could include potential natural disasters, oversaturation of the market, with the accompanying problems of keeping natural resources intact for nature-based tourism, among other issues that might arise in the future.
In terms of the students' evaluation effort for this part of the simulation, there should be a written component in which students should work on together. The instructor could recommend using GoogleDocs or other collaborative software to edit and comment on each other's work, as this relates to a great deal of different types of communication skills necessary in the real world. Groups should also present the SWOT analysis in visual form as part of a presentation.
ADVERTISING CAMPAIGN AND BRANDING PRESENTATION
The next section of the simulation will involve creating a presentation that could be given to a local tourism board of a country or city, selling the vision that the group has for that part of the world as a tourist destination. This should include elements of branding, such as slogans and logos, as well as the presentation for a tourism strategy for the region: how can students present this destination as it is demonstrated in the SWOT analysis? Depending on the specific interests of the class or the group, the presentation could include elements of video or internet marketing, a timeline for marketing and branding roll-out, graphic design elements, among any other considerations to be added at the discretion of the group effort. It should also include clear understanding of the market to which the destination will be sold: is it travelers with a certain interest, or from a certain region?
The presentation should take the form of a PowerPoint or other multimedia presentation, but should also include an oral component -it can be presented via video or in person to the rest of the class along with the instructor being present. This will allow for the instructor to differentiate for the learning needs of different groups, and allow for this simulation to be used repeatedly with slightly different concentrations: one group may need to be required to have all students talk as part of the presentation, while another group may need to focus more on the written component or the presentation and use of language in the context of using multimedia.
An additional element for this section of the simulation would be to simulate the presentations themselves with a panel of people representing a tourism board from the chosen destination. This would allow students to navigate among some of the cultural differences and differences in communication styles, which can be difficult to understand and prepare for in a business environment. This addition to the simulation should be attempted if a panel can be organised to be as realistic as possible. If the area being presented is in China, having someone of Chinese extraction and who is a native speaker of a Chinese regional language, such as Mandarin or Cantonese, on the panel would be useful, whereas that same panel member might not be as helpful for student learning via interaction if the selected destination is a destination in a European or South American country. The decision to include this recommended component of the simulation therefore remains being at the instructor's discretion.
Advertising Products
Another section of the simulation is the creation of media materials to include a brochures and posters that are aimed at the particular tourist demographics the group has decided to target. This is an area in which students can explore cultural communication styles, since the way one might target or try to entice, for example, senior citizens from European countries might be different from the way to entice American university students on spring break. The linguistic choices can include subtle differences that relate to the connotation of words, as opposed to the denotation, or meaning, as well as cultural signifiers. Even the mode of address, formal or informal, might vary depending not just on the age, affluence, class and education level of the target population, but also on where they are from and their cultural backgrounds as well. This part of the simulation can be as extensive or limited as the instructor plans, and copies of the products themselves are the only products necessary for assessment. This is a useful area for collaboration for students whose oral fluency in English could be limited, but can nevertheless deploy their unique cultural understandings and perspectives for the benefit of their group as a whole in order to make the marketing materials represent the best possible quality in terms of marketability.
Itineraries
A final section of the simulation addresses the current trend within the hospitality industry for themed tourism. This part of the simulation involves creating two different itineraries that would work for two different demographics of tourists, or types of tourism. This is an opportunity for students to gain exposure into the competitive landscape of tourism in their chosen destination or area. They could potentially look at and compare various hotels and attractions in order to determine the best possible itinerary for a themed, guided trip in their chosen area and add realistic expectations and justifications. These trips can be presented as part of the advertising campaign and branding presentation section of the simulation as well, either in whole or in part, and could also be a section of the text material for the paper products part of the simulation. The instructor can modify this part of the activity to make it more or less rigorous by giving particular instructions, in terms of how many days of activities these itineraries should include, whether or not they need to be at specific price points, or set other parameters at their discretion with added input from the students' themselves. It might be an interesting exercise for students to create different types of itineraries for different tourist demographic entities. It is to be maintained that these activities address written communication and oral communication through interactive group collaboration, as well as engage with the important cultural literacy elements that are inherent in the success of business education with a focus on the hospitality and tourism industry.
Potential Extensions and Modifications
The parameters of this simulation should be left being deliberately flexible in many areas in order for instructors to create the best possible set of activities for the student groups. Groups who are more fluent in conversational English may not be required to work as collaboratively as those who need practice in this area. The instructor can create rubrics that focus on what the students specifically need in all parts of the simulation to gain different forms of competency in English communication.
The inherent flexibility in this simulation also means that it can be adapted to students at different places in their studies. Business management major students could complete this simulation as a kind of introduction to the industry of hospitality or tourism, and more advanced students would be creating products that might lead to job opportunities. This could also be ideal for applied English major students who intend to work in the hospitality and tourism industries and could require a certain degree of exposure into business practices. The instruction could according use these projects to help connect students with members of the business community who might be interested in their ideas or performance, and invite them to class presentations to provide real world feedback, or even to play the roles of the tourism board in the simulation, if that part of the activity is set up. Thus, this simulation can also be a gateway to contacts that might help students who are close to entering the business world as career seekers.
Finally, the simulation is flexible in terms of time. It could be done at the end of a semester as a final assignment, or it could be the basis of a semester-long investigation around which a marketing class, for example, is based. It might also serve as a potential independent study for schools in which that is a curricular option for students. This level of flexibility in terms of products, focus, grouping, and timing both within a semester for a students' education requirements means that the simulation outlined here can continue to be repeated and to be useful to instructors in a variety of circumstances.
CONCLUSION
The use of simulations for teaching business writing and communication skills to students of ESL is ultimately a greatly practical tool. In the context of any industry, communication in English is enormously important, and students need to be able to compete in the increasingly saturated market of recent university graduates. As the business world has been shifting to an increasingly more international focus, there may be a wider range of opportunities available for students everywhere worldwide. In order for ESL students to highlight their knowledge and skills in a competitive job market in which they may often be competing with native speakers, it is important for them to be able to communicate in English as fluently as possible, while using the lingua franca of the business world. Communication is not limited to just speaking, and must include reading, writing, and the use of multimedia and different form of technology as well. Using simulation as a learning tool can help ensure all of these facets of communication are combined and addressed, even when students are not specifically in the ESL classroom in which they are learning language skills in a classroom setting.
In the final analysis, students who speak a language other than English are set up for unique success in the business arena because of their linguistic capabilities and cultural backgrounds, which can be assets in terms of bringing diversity to a team, and also in terms of allowing them to communicate well with people from various parts of the world. However, the key to a solid business career is good communication skills in English, and therefore these skills can best only be brought to bear if students have a solid foundation in English language skills, and as a language for business communication in particular. The simulation outlined in this work can thus prepare students to act independently in a business environment.
